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Abstract 
The researcher gathered information from customers of banks with the assistance of survey and 
for doing demographic, relationship, and relapse examination. After investigation and talks, 
aftereffects of this examination study show that recognized elements do influence customer 
relation and their associations with each other and shift from bank to bank. These recognized 
varieties can help banks to defeat their current shortcomings to grow better client devotion 
systems. This study`s discoveries and proposals contributes towards change in existing customer 
relationship management techniques of selected five nationalized banks in Pune. 
Key Words: CRM, Nationalized Banks 
 
Introduction 
Over the years, Indian banks have expanded 
to cover a large geographic & functional 
area to meet the developmental needs. They 
have been managing a world of information 
about customers - their profiles, location, 
etc. They have a close relationship with their 
customers and a good knowledge of their 
needs, requirements and cash positions. 
Though this offers them a unique advantage, 
they face a fundamental problem. During the 
period of planned economic development, 
the bank products were bought in India and 
not sold. What the banks, especially those in 
the public sector lack are the marketing 
attitude. Marketing is a customer-oriented 
operation. What is needed is the effort on 
their part to improve their service image and 
exploit their large customer information 
base effectively to communicate product 
availability.  
Need and Importance of the Study 
The banks are facing lot of difficulties in 
acquiring new customers and in retaining the 
existing customers. As a result of the 
advancement of banking technology and 
computerization and networking of bank 
branches, the customers are becoming more 
and more dynamic and less loyal in their 
Behaviour. The development of the Internet 
is further adding to this trend and the whole 
market becomes transparent and customers 
are in a position to move easily from one 
bank to another. In such a situation, 
customer satisfaction is the key to bank 
marketing, which aims at retention of the old 
customers and their bringing in new 
customers. Two strategies are identified for 
increasing an organization’s market 
penetration: the offensive strategy, which 
focuses on generating new customers, and 
the defensive strategy which focuses on 
preserving the current customers. Although 
these strategies can be successful, all 
customers are not retained as a consequence 
and organization’s need to identify those 
customers at risk of leaving in order to 
reduce defections. (Anand, 2008; Anderson, 
2002; Goh, 2004) 
INTERNATIONAL RESEARCH JOURNAL OF MULTIDISCIPLINARY 
STUDIES  
 
 Vol. 2, Issue 12, December, 2016        ISSN (Online): 2454-8499            Impact Factor: 1.3599(GIF), 
                                                                                                                             0.679(IIFS)               
 
1st December, 2016                       Page No: 2 
Web: www.irjms.in                                           Email: irjms2015@gmail.com, irjms.in@gmail.com            
Most of the banks are concentrating more on 
retaining the existing customers rather than 
going for new customers. Lot of research 
studies have been carried out about servicing 
existing customers and customer retention. 
The concept of acquiring new customers has 
not gained the required momentum. That 
area has been unexplored by many of the 
researchers. An attempt has been made in 
this study to examine the various initiatives 
which have been taken by the banks in 
acquiring customers. The present research 
aims to suggest a modus operandi for 
upholding Customer Relationship 
Management in banks. Proper adoption of 
this modus operandi would further improve 
the relationship management.  
Importance of CRM  
 
The Indian banking industry is one of the 
largest banking industries in the world. 
There has been a great surge in efficient 
customer services. A highly satisfied and 
delighted customer is a vital non-financial 
asset for the banks in the emerging IT era. 
Courtesy, accuracy and speed are the 
important factors in the efficient functioning 
of a bank. Once good service is extended to 
a customer, the loyal customer will work as 
an ambassador of the bank and the facilities 
growth of business (Bhaskar, 2004). 
Customer Relationship Management is the 
foundation, improvement, upkeep and 
enhancement of long haul commonly 
significant connections amongst customers 
and the associations. Fruitful customer 
relationship administration concentrates on 
comprehension the necessities and cravings 
of the customer and is accomplished by 
setting these requirements at the heart of the 
business by coordinating them with the 
association's technique, individuals, 
innovation and business forms.  
Importance’s of CRM with broader 
perspective are as follows: 
1. A CRM system consists of a 
historical view and analysis of all the 
acquired or to be acquired customers. 
This helps in reduced searching and 
correlating customers and to foresee 
customer needs effectively and 
increase business. 
2. CRM contains each and every bit of 
details of a customer, hence it is very 
easy for track a customer 
accordingly and can be used to 
determine which customer can be 
profitable and which not. 
3. In CRM system, customers are 
grouped according to different 
aspects according to the type of 
business they do or according to 
physical location and are allocated to 
different customer managers often 
called as account managers. 
4. A CRM system is not only used to 
deal with the existing customers but 
is also useful in acquiring new 
customers.  
5. The strongest aspect of Customer 
Relationship Management is that it is 
very cost-effective.  
 
Objectives of the study 
The fundamental goal of the study is to look 
at the significance of CRM in banking area, 
and its effect on the 'Consumer loyalty in 
chose Indian nationalized banks. The other 
particular destinations of the study are:  
1.  To look at the view of customers on the 
customer's relationship administration  
2. To recognize the CRM systems sought 
after the in chose banks under scrutiny.  
3. To decide the impression of customers 
about CRM systems in chose banks under 
scrutiny  
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4. To know how customer’s grumblings are 
gotten and treated in chose banks under 
scrutiny  
5. To distinguish the variable that guarantees 
great customer relationship in chose banks 
under scrutiny. 
6. To offer reasonable measures for 
enhancing the CRM hones in chose private 
banks  
Data Collection Techniques  
Information has been gathered with a very 
much organized survey from customers of 
State Bank of India (SBI), Canara Bank, 
Union Bank of India (UBI), Punjab National 
Bank and Bank of Maharashtra in Pune city. 
Other information gathering procedures, for 
example, documentations and chronicled 
records which include: bank distributions, 
yearly reports, broachers (data about various 
items and administrations), account levies, 
bank arrangement reports, and successive 
visits to the banks' sites and so forth. The 
basic Findings and observations of all the 
five selected banks are noted in Table 1 and 
Table 2 as follows; 
 









Gender   
male 164 80% < 0.0001  
female 41 20% < 0.0001  
 86.97 
Age   
20-30 143 70% < 0.0001  
30-40 51 25% < 0.0001  
40-50 2 1% < 0.0001  
>50 6 3% < 0.0001  
 65.55 
Marital status   
Single 127 62% < 0.0001  
Married 76 37% < 0.0001  
 36.06 
Income   
<20K 60 29% < 0.0001  
20-30K 61 30% < 0.0001  
30-40K 27 13% < 0.0001  
>40K 41 20% < 0.0001  
 16.34 
Education    
Intermediate 16 8% < 0.0001  
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Bachelors 137 67% < 0.0001  





< 1YR 37 18% < 0.0001  
1-3YRS 87 42% < 0.0001  
3-6 YR 43 21% < 0.0001  
>6 YRS 54 26% < 0.0001  
 22.31 
Occupation   
Student 76 37% < 0.0001  
Sell employed 57 28% < 0.0001  
Govt. employed 21 10% < 0.0001  





< 1YR 37 18% < 0.0001  
1-3YRS 87 42% < 0.0001  
3-6 YR 43 21% < 0.0001  





1S IN 3 months 95 46% < 0.0001  
1S IN 1 month 91 44% < 0.0001  
1S IN 7 days 11 5% < 0.0001  
1S IN days 6 3% < 0.0001  
 48.86 
* The two-tailed P value is less than 0.0001 
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High Interest rate   









Low interest rate   









Basic needs fulfilled by bank    









Efficient service by bank   









Personal service offered   









Behavior of staff   
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Bank proximity   









ATM service effective   





















Complains solved    










* The two-tailed P value is less than 0.0001 
 
Conclusions   
 
This study found that the organized 
methodology of CRM can give different 
advantages to a bank, in particular an 
unmistakable and steady customer 
experience, clear recognizable proof of the 
association, mechanical and process-related 
capacities. The banking business is much 
further along than different commercial 
ventures in perceiving the estimation of 
CRM and actualizing choice and supportive 
networks to bolster CRM. Thus it can be 
concluded in the study of selected five 
Banks that; 
1. Majority of the customers have opined 
that their bank respond promptly to 
complaints and take corrective actions, the 
organizations have made internet 
transactions available to them and internet 
transactions are convenient to them. 
2. A good majority of the customers have 
also expressed that the staff of the banks is 
cooperative, they give them a sense-of-
belonging to the organization, send greetings 
on special occasions and the staff is 
trustworthy. The customers also receive 
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information about special offers from their 
respective banks 
3. It is found that customers with the 
following demographic and behavioral 
characteristics find the services rendered by 
their organizations to be customer centric. 
 Female Customers 
 Customers who are professionals 
 Customers with longer duration of 
association with the organizations 
 Customers who never experienced 
improper service and 
4. It is further revealed by testing of 
hypothesis that there is significant 
relationship between age groups, gender, 
qualifications, occupations, association with 
the banks, frequency of visits, frequency of 
complaints, improper service experienced 
and frequency of customer meets with 
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